For listed companies, employer branding is nowadays not only a choice within the framework of personnel strategies, but a business necessity addressed to the current employees of enterprises, and the future ones. The employer brand is a tool which is effective for the purpose of building a competitive advantage. It makes it possible to treat employees as internal clients, but also confirms the image of the organization as a desired place to attract the most talented candidates. A large percentage of enterprises follow a standard approach to corporate social responsibility tools, while differences result from diverse industries and organization sizes, but the overall strategy is similar.
INTRODUCTION
The conception of corporate social responsibility (CSR), which is nowadays standard activities implemented by companies listed on the stock exchange, can be multifaceted. The activities undertaken are relevant to the functioning of the enterprise itself, as well as building relationships with the identified groups of stakeholders. However, employer branding (EB) is not just a choice, but a necessity for companies in order for them to be able to acquire and retain key employees. The objective of the conducted research was to identify corporate social responsibility tools which significantly support employer branding in companies listed on the Warsaw Stock Exchange.
The study was conducted with the application of the multiple case study method to find answers to the following research questions:
• What are the actions under employer branding undertaken by the listed companies and as a part of corporate social responsibility? • Are these two problems considered to be interdependent or separate by enterprises? • What is the awareness of these relationships amongst management boards and managers of the listed companies?
THEORETICAL BACKGROUND
The first time when the conception of employer branding appeared in scientific dissertations was in 1996, in the works of Borrow, who claimed that 'the employer brand is the package of functional, economic and psychological benefits provided by employment and identified with the employing company' (Ambler & Barrow, 1996, pp. 185-206) . A more detailed definition is provided by the Conference Board, which defines the concept as: "the employer brand establishes the identity of the firm as an employer. It encompasses the firm's value system, policies and behaviours toward the objectives of attracting, motivating, and retaining the firm's current and potential employees" (Ainspan & Dell, 2001, p. 502) . Sullivan demonstrated a similar approach assuming that "employer brand is a targeted, long-term strategy to manage the awareness and perceptions of employees, potential employees, and related stakeholders with regards to a particular firm" (Sullivan, 2004, pp. 501-510) . On the other hand, Backhous and Tikoo think that it is "a process of building an identifiable and unique identity of the employer" (Backhous & Tikoo, 2004) , and that it expresses itself in the organizational identity and organizational culture (which it exerts influence upon one more time), and that it determines associations associated with the brand of the prospective employer and the loyalty of the employed personnel to the brand. Martin and his colleagues analyse employer branding referring to its effects, namely, "attracting talented people to the organization and ensuring that both existing and prospective employees will identify with the company (its brand, mission) and deliver the desired by the company results" (Martin, 2008, p. 19) and indicate that employer branding is a process determined by the organizational identity and corporate identity, deeply rooted in the culture of the organization. Corporate image is a source of reputation which affects the attractiveness of the organization for candidates and the identification of them with the employees' brand. At first, the conception of employer branding was a novelty and a solution directed to large enterprises. Nowadays, it has become a regular task aimed at seeking, acquiring and retaining key employees. The most commonly applied employer branding tools include: internal communication, career paths, training, system of periodic employee training, satisfaction studies, wage and non-wage motivators, activities integrating employees, value system, corporate social responsibility actions towards employees (Kozłowski, 2012, p. 52) . According to Sehgal and Malati (2013) , "employer branding is the image of an organisation that is perceived by stakeholders, shareholders and employees. It should show the uniqueness of the firm, allow to differentiate from competitors and encourage employees that their company is a good place to work at" (Sehgal & Malati, 2013, pp. 51-65) . Currently, some of the most used approaches in employer branding are (ManpowerGroup, 2015) :
• "Talent Communities -group of people who may not be quite ready to apply for a job or for which there is no appropriate position open.
• Employer Ambassadors -involving employees as brand ambassadors. It requires finding engaged employees to speak out about the company and the workplace.
• Gamification -employers are increasingly looking to games and new technology as a means of immersing people in real-life challenges that demonstrate their job skills and simultaneously engage candidates with the employer.
• Corporate social responsibility programmers -information on the company's website.
• Social Media -proactive companies encourage employees to use social media, however this strategy should be carefully introduced and involves some training on what is expected in terms of tone, content and overall appropriateness." "Pivotal to employer branding becomes the management of employee and/or employer identities based on mutual trust, commitment and matching of expectations in relation to diverse groups of stakeholders. In the above area, activities are also carried out in the field of corporate social responsibility. Corporate social responsibility activities can generate many forms of competitive advantage. Employer attractiveness, among others, is one them. Simultaneously, the global talent shortage and the national labour market dynamics render talent attraction a big challenge for organizations" (Fouad Ibrahim, 2017, pp. 81-106) . Employer branding promotes and profiles the company to potential employees. This requires creating and communicating compelling and unique perception of company in the minds prospective recruits to attract them and current employees to retain them.
The employer branding concept has evolved from a novelty and solution originally addressed to large businesses to one of the tools used nowadays to build competitive advantage and oriented towards attracting the most talented candidates, as well as a method of limiting key employee fluctuation (Stuss, 2017, pp. 111-118) .
In practice, employer branding is most frequently divided into external and internal EB (Kozłowski, 2012, p. 13) . The internal EB is focused mainly on the creation of a friendly work atmosphere and the opportunities for the employees to develop within the organization.
The fulfillment of such objectives should be preceded by a research on satisfaction and commitment or by individual interviews with the employees. Such activities are usually long-term in character as only then they make sense and create employer's credibility (Employer Branding, p. 10). As a result of the internal EB, the employee becomes an internal customer of the company and particularly of the personnel department. The tools that are applied here include (Kozłowski, 2012, p. 52 ):
• internal communication,
• career paths,
• trainings, • system of regular staff training, • satisfaction surveys, • salary and non-salary incentives, • staff integrating activities, • value system, • corporate social responsibility attitude to the employees. The aim of the tools listed above is to retain the key staff and their implementation depends on the staff turnover in particular positions, the company's financial abilities, the HRM procedures and organizational culture.
The external EB may have two functions. One is the image creation, which aims at developing brand awareness among the applicants to work, informing the labour market about the company and the benefits from being employed in it, presenting its competitive advantages and the fulfillment of CSR objectives; and the other is the recruitment function whose basic aim is to reach adequate applicants and convince them to apply for the vacancies (Kozłowski, 2012, p. 52) . The acceptance of a particular approach to EB determines its implementation. Numerous companies, including banks, take measures to learn about this concept by means of conferences, trainings or workshops on EB.
Any organization that wants to build its competitiveness in the market consciously, should also build its brand of "employer of choice". Employer brand of specific organization is determined by such factors as: attractiveness of the sector, company's reputation, quality of products and service, location, work environment, pay, economic conditions, employee benefits, people and culture, work/life balance. Company needs to shape its image consciously to be able to no influence on how it is perceived as an employees.
Corporate social responsibility has become increasingly important in labor market communication. To express organizational identity, reinforcing commitment to sustainable development and stakeholder engagement, organizations report their CSR activities. The impact of a company's employer branding (EB) strategy depends on how information recipients interpret corporate messages. Researcher have assumed that job seekers may show diverse attitudes toward CSR but the extant literature has hardly explored the interplay between CSR, EB, and job seekers' attitudes (Klimkiewicz & Oltra, 2017) .
European Union Commission has defined corporate social responsibility, as the responsibility of enterprises for their impact on society. CSR should be company led. Public authorities can play a supporting role through a smart mix of voluntary policy measures and, where necessary, complementary regulation. Companies can become socially responsible by: following the law and integrating social, environmental, ethical, consumer, and human rights concerns into their business strategy and operations (EU Commission, 2014) .
"The three CSR pillars of sustainability include three kinds of social responsibilities: economic, legal and ethical, and that organizations should aim at operating 'in the middle', i.e. activities should aim at fulfilling economic, legal and ethical responsibilities simultaneously" (Schwartz & Carroll, 2003, pp. 503-530) .
"A new direction in CSR research has emerged which focuses on how CSR is socially constructed in a specific context" (Nijhof & Jeurissen, 2006, pp. 316-622) . The involvement strategy invites to continuous stakeholder dialogue ensuring not only that the organization "keeps abreast of its stakeholders' changing expectations, but also of its prospective influence on those expectations, as well as letting those expectations influence and change the company itself" (Morsing & Schultz, 2006, p. 144) . Following this, the concept of CSR is transformed into dynamic processes of negotiating the mutual responsibilities of the corporation and its stakeholders, thus ensuring that the corporation gets social values into the decisional chain (Deetz, 2003, pp. 606-612) . The business community is increasingly committed to incorporating CSR into strategic and business planning. CSR is not only a prominent research theme, but also it can be found in corporate missions and value statements. CSR is argued to be capable of improving a business' competitive position and performance (Mahmoud et al., 2017) .
"However, research carried out by Jain showed that higher employer branding points towards and leads to higher organizational involvement in CSR activities. This establishes that organizations having good brand image also follow and imbibe CSR practices" (Jain, 2013; pp. 83-98) , "also company's commitment toward CSR has become an important factor for attracting and retaining of employees" (Dokania & Pathak, 2013) .
"Employees and prospective employees as important stakeholders, it is more pertinent than ever before to re-conceptualize the understanding of employer branding away from the traditional functionalistic perspective towards a focus on dialogue and co-creation. Aggerholm and co-authors have offered a re-conceptualization of the employer brand concept as a holistic and processual discipline including the theoretical fields of branding, HRM and CSR" (Aggerholm et al., 2011, pp. 105-123) . "Findings indicate that there is a strong positive relationship between socially responsible organizations and their attractiveness as employers. Supporting framework of the relative importance of corporate social responsibility dimensions, the economic responsibility has the highest effect on employer attractiveness, followed by the legal responsibility, and then the discretionary one" (Fouad Ibrahim, 2017, pp. 81-106) . Valuable guide for human resources practitioners on how to develop an effective employer branding strategy by CSR.
RESEARCH METHODOLOGY
The adopted research methodology is based upon searching for the answer to the question: What actions in the realm of building corporate social responsibility significantly support employer branding in companies listed on the Warsaw Stock Exchange? The applied research procedure combines the analysis of the literature with empirical research. The identification of the cognitive gap was the starting point for the diagnostic activities undertaken: in the research into companies on the Warsaw Stock Exchange conducted so far, the problems of corporate social responsibility and employer branding were analysed separately, concentrating, principally, upon the narrow understanding and the practice of enterprises. However, there were no answers to questions about the relationship between the two above-mentioned problems, the interdependence or separateness of them in the practice of enterprises, the awareness of this relationship amongst the management boards and managers of listed companies.
The adopted research strategy makes it possible to formulate the diagnosis of case studies, and afterwards to develop good practices for companies.
The research was of a qualitative nature. The employer branding and corporate social responsibility activities in the selected listed companies belonging to WIG 20 were analysed and interpreted. The WIG 20 index has been calculated since 16
th April, 1994 , upon the basis of the value of shares portfolio including the shares of twenty largest and most liquid companies present on the Main Market of the Warsaw Stock Exchange. WIG 20 is a price-weighed index, which means that, for the purpose of calculating it, it is only the prices of transactions entered in it that are taken under consideration. The revenues from dividends are not taken under consideration. No more than five companies from one sector of the stock exchange may be included in the WIG 20 index. The research process included identifying new questions and procedures in the course of the study, collecting data in the aspect of joint participation, the inductive bottom-up analysis of data, and the interpretation of the meaning of the data.
The research tool was a multiple case study, which included a detailed description, followed by the validation of information accuracy, to increase the relevance of the test results. The case study method (the case study research was based upon the proposal of Yin, see : Yin, 2015, pp. 49-51) made it possible to obtain information from numerous sources such as: stock market reports, companies' websites in investor relations, reports for the board, and internal and external publications of companies as well as articles in the industrial press. In addition to that, market information from the companies' environment was collected (corporate social responsibility rankings, employer branding rewards, opinions of the industrial institutions, etc.).
Multiple cases augment external validity and help guard against observer biases. Moreover, multi-case sampling adds confidence to findings. By looking at a range of similar and contrasting cases, we can understand a single-case finding, grounding it by specifying how and where and, if possible, why it behaves as it does (Miles & Huberman, 1994) .
The researched companies have been carefully selected, so that it would be possible to apply both a literal replication (where results corroborate one another), as well as theoretical replication (where results differ, but for predictable reasons). The assumptions made it possible to conduct the collection of thoughtful and complete data because they originate from numerous sources and make triangulation possible. The diagnosed amount of case study replications is discretionary and does not constitute any rule. The screening of cases was performed upon the basis of the subjective assessment of the selected instances of the companies in the aspect of the similarity and competitiveness of them.
The validation of the accuracy of information (here, the approach proposed by Creswell, see: Creswell, 2013, pp. 199-205) consisted of a number of stages. At the beginning, the data for analysis were prepared by ordering the data from the selected case studies, and afterwards dividing them, depending on the source of information. The second step was to review all results to acquire general information and reflect upon the common meaning of individual information. The following step was to commence a detailed analysis, which had been preceded by explaining the information obtained in the context of previously posed research questions and the presentation of individual case studies.
The above-mentioned procedure increased the accuracy of results because it combined information from various collected sets of data, and made the assignment of data to specific categories in the human resources management processes possible. The obtained results have a flexible structure with an emphasis on individual interpretations of data and showcase the relationship between corporate social responsibility and employer branding activities.
The last stage of the analysis of data was the interpretation of the results, that is, the explanation of the meaning of them. The adoption of the above-mentioned methodology will make it possible to create a set of recommended good practices for listed companies in the future.
RESULTS
This dissertation presents the study results of six companies (the diagnosis of all the twenty companies will be included in the monograph being prepared). They belong to three sectors: the clothing, banks and energy sector. Table 1 presents the typology of tools applied by enterprises under the conceptions of employer branding and the corporate social responsibility. At the same time, in the realm of corporate social responsibility, exclusively the results of actions aimed at employees were presented, recognising that they will have the greatest correlation with employer branding. However, the remaining impacts of corporate social responsibility strategies applied by the companies have an indirect impact in the analysed realm.
Diagnostic studies conducted amongst the selected companies listed on the Warsaw Stock Exchange made it possible to draw the following conclusions:
• The studied companies encourage prospective candidates to work for them by describing in detail not exclusively the vacancies offered and related requirements, but also the advantages and benefits available to employees after they commence work. This trend reflects the difficulties they face when searching for and retaining perfect employees.
• Most of the companies address the above-mentioned offer not exclusively to job candidates, but also to applicants for internships or apprenticeships.
• The description of the recruitment process available to those applying for employment is at a diversified level, some companies present the individual stages of them in detail (even graphically).
• The career page is usually a tab on the company's home page, frequently placed at the top of this page, even though sometimes these tabs were invisible.
• All studies companies participate in job fairs, considering them as the fastest and most effective communication channel and the opportunity to create a database of job candidates; some choose general fairs, and others the specialist ones.
• Employer branding tools which turned out to be not popular amongst the studied companies included: university events (there is still limited collaboration between science and business), open doors (here probably for the fear of competition and the leakage of key information) or ambassadors (this tool is very widespread amongst global enterprises and corporations).
• Advertising materials for candidates are also applied to a very limited extent such as leaflets, guidebooks and videos.
• What turned out to be surprising in the study was the fact that two listed companies do not fully take advantage of social media, which nowadays constitute one of the basic and fastest communication channels both with candidates and employees. • Corporate social responsibility, which is considered a standard for a listed company, in the case of the two subjects was superficial and gave the impression exclusively of willingness to fill in some information and not perform any real activities.
• Exclusively companies in the energy sector have fully professional and complete Corporate Social Responsibility strategies, while all enterprises have created a number of formal Corporate Social Responsibility regulations for employees.
• The problem is also the reporting of activities in the field of Corporate Social Responsibility, as it is merely two companies that prepare such reports on a regular basis, and yet they are a valuable source of information for both employees and prospective candidates.
• A huge surprise in the survey was that one of the companies did not have a Corporate Social Responsibility tab on the main website which is a standard amongst listed companies and a tool for building relationships not exclusively with employees but with all stakeholders.
• None of the companies has certificates in the field of corporate social responsibility, while the majority is rewarded for both employer branding and corporate social responsibility activities. Responding to the research questions posed, it ought to be stated that:
• enterprises are aware of the application of selected EB tools, principally career / work tabs and participation in job fairs; • having a corporate social responsibility strategy is nowadays a standard for listed companies, even though its practical application can be varied; • the studied companies apply employer branding and corporate social responsibility separately, there is no common strategy to retain key employees, and to acquire the best specialists on the labour market; • the answer to the question about the relationship awareness amongst managerial personnel will be possible after the analysis of all the twenty enterprises.
DISCUSSION AND CONCLUSIONS
Searching for answers to the both questions helped to identify the relationship between corporate social responsibility and employer branding. An important advantage of using multiple information was that the validity of information provided by one informant could be checked against that provided by other informants. The validity of the data used could been enhanced by resolving the discrepancies among different informants' reports, and the results obtained are more reliable. The conducted research makes it possible to conduct an initial assessment of the awareness of the conception of employer branding and corporate social responsibility tools amongst companies listed on the Warsaw Stock Exchange. Full diagnostic analyses will yield comprehensive results concerning this phenomenon, which is increasingly widespread amongst global enterprises and even treated as obligatory in management processes. It should be asked whether similar research results will be in other enterprises listed in the WIG 20. If so, what actions should be implemented to change this situation. How to combine the concept of corporate social responsibility with the practice of employer branding. Research has shown that both concepts are used but separately. And while corporate social responsibility is a standard for companies listed on the stock exchange, employer branding companies are learning. Most of the companies use a lot of tools to get candidates to work and thus can also indicate the corporate social responsibility as an incentive to employment.
In Poland, there is a varied interest in these matters demonstrated by business entities, yet the interest is growing in connection with, for instance, their participation in organized trainings, courses or conferences for practitioners. Ultimately, it will be possible to develop good employer branding practices in the future, closely connected with the corporate social responsibility strategy, as well as to measure employer brands with the application of analogous tools to these measuring other brands, and that means the indicators of awareness, attitudes, loyalty, trust and commitment. These measures will also be applied to assess the efficiency of human resources processes in enterprises.
In today's labor market, there is hard competition for competent personnel. Organizations have seen the potential of expanding the scope of marketing and creating an employer brand, a so-called employer brand. Corporate social responsibility content in a job advertisement has been shown to have an unaffected impact on organizational attractiveness, which is a dimension of employer branding. However, a distinction between different aspects of corporate social responsibility in a job advertisement has not been made. Finding implications for the generation of corporate social responsibility in relation to employers' choice is considered as one step closer to the goal of attracting young competent staff and thus also one step closer to sustainable human resource management.
